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VDTM PROGRAM OVERVIEW FY2016

FUNDING

ÅGeneral funds: $3.1M

DIVISIONS

ÅDepartment of Tourism & Marketing (VDTM)

ÅVermont Life Magazine

STAFF

Å8 VDTM

Å8 Vermont Life
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VDTM Performance Based Budget

ÅIncrease of rooms and meals tax revenue

ÅIncrease of jobs in the hospitality sector

ÅOvernight camping at Vermont State Parks

Measures
FY15 

Target
FY15 

Actual
FY16 

Target
FY16 

Estimate
FY17 

Target

$ increase of rooms and meals 
tax revenue

$ increase tax revenue 
(millions)

5,000,000 7,880,000 5,000,000 5,000,000 5,000,000

# increase of jobs in hospitality 
sector (annual average)

# jobs 34,200 35,691 35,800 36,000 36,200

# occupancy (overnight 
campers) at Vermont State 
Parks (reported on a calendar 
year basis)

# occupancy 428,000 423,228 425,000 425,000 425,000
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Rooms and Meals Receipts
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 $1,100,000,000

 $1,150,000,000

 $1,200,000,000

 $1,250,000,000

 $1,300,000,000

 $1,350,000,000

 $1,400,000,000

 $1,450,000,000

 $1,500,000,000

FY 2012  FY 2013 FY 2014  FY 2015

Rooms & Meals Receipts 



Marketing Objectives
ÅReinforce brand awareness in Northeast and mid-Atlantic markets amongst traditional target 

audience

ÅIntroduce brand to Millennial audience within target markets 

ÅIntroduce brand to traditional target audience within target markets

ÅIncrease overnight bookings with Vermont properties

TARGET AUDIENCE

ÅAffluent travel target within distant domestic markets based on following criteria:
ÅHHI of $100K+
ÅA28 ð54
ÅAffinity for travel to Vermont
ÅInterest in outdoor recreation
ÅNon-business travelers

STRATEGY

ÅEmploy comprehensive media plan composed of targeted online travel agency and digital 
placements with segmentation for traditional and Millennial targets
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VermontVacation.com
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Where do Vermont visitors come from?

ÅThe following statistics were collected in the fall 2015.

ÅData is tracked via a system called Arrivalist. 

ÅArrivalist tracks consumers after they have been exposed to Vermont digital 
advertising. The consumer is then marked when they physically visit the 
State of Vermont.
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